ABSTRACT
INTRODUCTION
With the rapid development of information and communication technology, Internet and World Wide Web (WWW) have become important tools in business, which has a major impact on business world. Internet has significantly revolutionized news media in the last decade. In the early stage of Internet market, news websites had competed with traditional news media by providing online services at lower prices. With an increasing number of news agencies participating in the Internet market, the initial price advantages in news websites has nullified, and low price has
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Therefore, news agencies operating in the Internet market need to find something else to attract people to their news websites. Oliveria et al. (2002) state that electronic service (e-service) might be the key to long-term advantages in the digital times, and e-service quality is becoming even more critical for companies to retain and attract customers in the digital age (Oliveria et al., 2002) .
Though e-service is very important in the Internet market, most news agencies seem not to focus on their online service to people. They do not recognize that the competition among news agencies relies mainly on their websites, and they do not have the motivation to adopt some strategies to develop or improve their online news services to people. Even though some retailers have realized the importance of their websites to people, they seem not to understand people's perception of their websites and how people assess their online service quality. Currently, despite many studies concerning traditional service quality, relatively few studies have been conducted in the Internet market, and even less on retailers' websites service quality. This study focuses on e-service quality dimensions in the Internet market with an empirical study on websites of retailers. The purpose of this study is to develop a scale to evaluate e-service quality, which provides fresh insight into the dimensions of e-service quality and their effects on customers' trust. The paper is in four parts.
First, the conceptual framework presents the concept of electronic service quality, content quality and existing typologies of online customers. Next are the methodology and the principal results and finally, discussion of managerial implications, limitations and research avenues.
LITERATURE REVIEW
The notion of e-service has been recognized by both researchers and practitioners as being one of the key determinants in successful e-commerce. E-service can be defined as the role of service in cyberspace. Some researchers have recommended that 70-75 percent of Web budgets should be allocated to developing e-service (Waltner, 2000) . The reason for such a recommendation is that eservice is perceived more than just order fulfillment, responsiveness to enquiries, e-mail communication, and status requests. E-service (in general) and e-service providers (in particular) represent the future of e-commerce. Thus, e-service is more than the role of service in cyberspace (Rust and Lemon, 2001) . Currently, two main approaches to studying e-services can be distinguished. The first focuses on the technological interfaces and the generation of new categories for general self-service technology (Szymanski and Hise, 2000) . The second uses existing service quality theory as a basis for further empirical research (Gronroos et al., 2000; Parasuraman and Grewal, 2000) . The concept of e-service quality (ESQ) was introduced and defined by Ziethaml, Parasuraman and Malhorta (Zeithaml, 2002) . According to their definition, ESQ is "the extent to which a website facilitates efficient and effective shopping, purchasing and delivery of products and services" (Zeithaml, 2002) . For companies to deliver superior service quality online, it is necessary to understand customers' perceptions about service quality and how customers evaluate it Zeithaml (2002) . Parasuraman et al. (1985) found that the criteria used by customers to evaluate service quality in a traditional environment (as opposed to an online market space) were driven by the customers' perceptions of service quality. The dimensions of ESQ as perceived by customers were found to be similar to those of traditional service quality (Zeithaml, 2002) describe several criteria customers use when evaluating ESQ and the quality of websites: 1) Information availability and content refers to the availability and depth of information; the ability to search price and quality information on the website; and the ability of the website's users to control the content, order, and duration (the amount of time the information is present) of product-relevant information.
2) Ease of use/usability refers to the idea that "customers' assessment of websites will likely be influenced by how easy the sites are to use and how effective they are in helping customers accomplish their tasks" and includes such website attributes as search functions, download speed, overall design and organization.
3) Privacy/security are two distinguished criteria of a website and e-service quality. Privacy involves "the protection of personal information -not sharing personal information collected about consumers with other websites (as in selling lists), protecting anonymity, and providing informed consent". Security involves "protecting users from the risk of fraud and financial loss from the use of their credit card or other financial information", as well as the ability to provide data confidentiality, security auditing, encryption, and anti-virus protection. 4) Graphic style involves website attributes such as choice of colors, layout, print size and type, photographs, graphics, animation, 3D-effects and multimedia. 5) Fulfillment/reliability is concerned with the actual performance of the company, rather than with the website performance; defined as the provider's ability to deliver the service or product as promised. 6) Access is the presence of the contact information on the company's website. 7) Responsiveness is the promptness with which the company's personnel gives feedback to customers via e-mails. 8) Personalization refers to the website's ability to provide personalized and customized services according to customers' preferences. Zeithaml (2002) exploratory research suggests ESQ has seven dimensions, comprising four core dimensions that can be used to measure customers' perceptions of ESQ: 1) Efficiency, which defines the customer's ability to effectively access the website and information on it and check it out with minimal effort;
2) Fulfilment, which defines a company's actual performance against what is promised through the website, and incorporates accuracy of service promises, having products in stock, and timely delivery;
3) Reliability, which refers to the technical functioning of a website, such as the extent to which it is available and functions properly; and 4) Privacy, which refers to the company's will and ability to maintain the integrity of customer data; and three recovery dimensions, which are mainly concerned with situations, in which a problem needs to be solved and "personal service" is required: 5) Responsiveness, which defines the company's ability to provide an appropriate problem-solving mechanism (online complaint ability, handling returns mechanism, online guarantees, etc.); 6) Compensation, which involves a money-back guarantee, return of shipping and handling costs; An important line of research has begun to address and analyse the impact of ESQ dimensions on value perception and trust (Yeh and Li, 2008; Barrutia and Gilsanz, 2012) . For example, after reviewing existing research on service quality and the Internet, Barrutia and Gilsanz (2012) , as well as Yeh and Li (2008) found that ESQ brings about a greater degree of perceived satisfaction and trust. As Barrutia and Gilsanz (2012) have acknowledged, the presence of certain aspects of ESQ (process quality including efficiency, system availability, design, information and outcome quality) will have significant effect on trust towards the websites. Therefore, we hypothesize that:
H1. Process quality has a significant positive effect on trust toward retailer's web site.
H2. Outcome quality has a significant positive effect on trust toward the retailer's web site. Joo and Sohn (2008) defined the factors that affect customer's satisfaction of digital contents service with the following five elements within the three dimensions of quality (content provider, content itself, and service provider): the provider reliability, content usefulness, content efficiency, service stability, and service responsiveness. We adopted two dimensions of content efficacy and content usefulness as the element of content quality. They defined content usefulness as "how well and easy customers utilize the contents". Content efficiency is determined by the ratio of quality to price (Joo and Sohn, 2008) . We propose that content quality (efficiency and usefulness) can affect trust towards the retailers' website. Hence, the following hypotheses are proposed:
H3. Content efficiency has a significant positive effect on value perception.
H4. Content usefulness has a significant positive effect on value perception.
Empirical studies also showed that satisfaction with digital content is affected by service quality (Joo and Sohn, 2008) . As above mentioned, Joo and Sohn (2008) considered two dimensions of service responsiveness and service stability as the determinants of service quality in the context of digital content. They explained service responsiveness as how well it provides customers with acceptable feedback. Service stability means how stable the system is, and how much it guarantees the quality of transmission. We propose that service quality can affect value perception and consequently, satisfaction with the news websites, and trust towards them. In their study of 212 experienced m-commerce customers, Yeh and Li (2008) indicated that service responsiveness is positively associated with satisfaction and trust. In addition, it seems that service stability is related to trust towards the retailers' websites. Based on the reasoning above, we hypothesized that:
H5. Service responsiveness has a significant positive effect on trust towards website.
H6. Service stability has a significant positive effect on trust towards website. To achieve research goal, a survey research design was used at Tehran. The target population was customers of retailers who were used retailers' websites to purchase their required product during a three-week period of research in December 2014. A confidence interval approach was used to determine the sample size, suggested by Burns and Bush (1995) . With 50% of the estimated variability in the population (Burns and Bush, 1995) , the sample size was set at 157 at the 95% confidence level. We used convenience sampling approach to collect data.
Instrument
The survey questionnaire consisted of two major sections. The first section included questions relating to respondents' characteristics to identify the demographic characteristics. This section helps to gather information about gender, age, and the experience of using retailers' website by respondent. The second section concludes dimensions of Process Quality (4 items), Outcome Quality (3 items), Content efficiency (2 items), Service responsiveness (2 items), Service stability (2 items), Content usefulness (2 items), and trust (2 items). All of the items adopted from the literature (see Table 1 ). A five-point Likert scale (1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, and 5= Strongly Agree) was employed to measure research variables. A pilot test was performed to assess how well the survey instrument captured the constructs it was supposed to measure, and to test the internal consistency and reliability of questionnaire items. The first draft of the survey instrument was distributed to 30 randomly selected customers. A total of 30 questionnaires were collected at the site. Cronbach's alpha was used to verify the internal consistency reliability. The values of Cronbach alpha were at acceptable level (a Cronbach's alpha of 0.70; see Table 1 ). According the results of the pilot test, the final version was modified considering questionnaire design, wording, and measurement scale. To test the dimensionality of factors, a confirmatory factor analysis (CFA) was conducted. Completely standardized solutions of the items loaded ≥ 0.50 on their factors, and thus suggestive of convergent validity (see Table 1 ).
Data Analysis
Multiple regression analysis was employed to describe the relationships among the process quality, outcome quality, content efficiency, content usefulness, service responsiveness, service Process quality (Barrutia and Gilsanz, 2013) . Outcome quality (Barrutia and Gilsanz, 2013) .76 17.66 Service performance is as desired.
.31 4.11 Service performance is absolutely reliable.
.883 .79 13.86 Rating of price given quality Content efficiency (Joo and Sohn, 2008) . (Yeh and Li, 2009) .72 15.14 Based on my experience with this website, I know it is predictable 4. RESULTS
Demographic Characteristics
Of a total sample 157 respondents, 78% were male and 22% were female. A large majority of respondents were used retailers' website more than 5 times. In terms of age, most respondents were aged between 41-50 years (34.5%) and 31-40 years (28.7%). Summary of demographic characteristics provided in Table 2 . 
Multiple Regression Analysis
Multiple regression analysis was employed to determine whether independent variables (X1, X2, X3, X4, X5, and X6) simultaneously affect the dependent variable (Y). Consequently, this section investigates whether the multiple regression equation can be utilized to describe the causal relationships of the various factors with trust toward website in the context of retailing industry. To examine the effect of process quality (X1), outcome quality (X2), content efficiency (X3), content usefulness (X4), service responsiveness (X5), and service stability (X6) on customers' trust to the retailers' website, the model used for the regression analysis was provided in the general form as illustrated following:
The casual relationships between the dependent variable and independent variables, and the results of testing the model significance were respectively interpreted. To interpret the results of regression analysis, the three key items should be considered: the multiple determinations coefficient, the regression coefficients and the standard error of estimate. The items and the results of multiple regression analysis have been presented and interpreted. Table 3 presents the result of proposed regression model. Table 3 represents the model with the coefficient of determination (R 2 )
0.562 at a significant level of 0.05. The determination coefficient reveals that 56.2 % of the variation in the performance appraisal for the sample of 157 can be explained by process quality (X1), outcome quality (X2), content efficiency (X3), content usefulness (X4), service responsiveness (X5), and service stability (X6) while 43.7 % remains unexplained. Table 4 shows analysis of variance (ANOVA) and F statistic which indicates F-value (14.425) being significant at confidence level of 0.05. The F-value is large enough to interpret that the independent variables including process quality (X1), outcome quality (X2), content efficiency (X3), content usefulness (X4), service responsiveness (X5), and service stability (X6) as a whole were contributing to the variance in customers' trust to the retailers' website. The results of the regression model using the eight independent variables have been illustrated and interpreted in Table 5 . 
CONCLUSIONS AND IMPLICATIONS
The purpose of the current study was threefold: (1) understanding the e-service quality of retailers' websites, (2) developing and testing an instrument that captures the constructs of the dimensions of retailers' website quality, and (3) investigating the relationship between e-service quality and customer's trust. The empirical results of this study revealed that process quality has a significant positive effect on trust toward the web site. It was found that outcome quality is positively related to trust toward the web site. Additionally, the results of regression analysis showed that service responsiveness and service stability were found to be associated with trust towards website. The results have several implications for news websites managers, particularly
Iran that are of practical importance. First, content usefulness is an important determinant of trust in retailing websites. Users need to be provided with useful content in retailer's websites to be accepted by them. In fact, usefulness affects users' intentions to use retailers' websites in the future.
Hence, it is suggested that website content be in line with users' objectives. Second, content efficiency of websites is related to trust towards website. The higher perception of content efficiency of website, the more trust towards website content. The efficiency originates from customers' impressions on the costs of services and would affect the future behaviors and the images of retailers' website. It is recommended that retailers' websites provided customers with cost effective online services. Third, as service responsiveness is a determinant of trust to the website.
In the online context, responsiveness has a considerable effect on consumer behavior. Then, it is suggested that retailers' websites respond to complaints of customers and provide them with ongoing services. Further, they should send information that customers require to know and be responsible for customers' wants and needs. Fourth, service stability was found to be related to trust towards the websites. Offering continuous services meet customers' wants and leads to high level of involvement in dealing with firm. It is suggested that transferring private information of users should be in the control of users and the speed of transferring information should be improved. Fifth, process quality had a significant effect on trust tot the website. When the website has not a desired information structure, users seek to find other websites to gather needed information. Therefore, the suitable organization of information in the website, the availability of information for users in the website, the identification of signs and icons in website, as well as precise and updated information can lead to more trust to the website. Sixth, outcome quality refers to providing customers with the accurate and in time information. It then suggested that misleading information removed from the websites.
